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[bookmark: _Toc139705375]Introduction
This report is focused on the development of strategies to help PepsiCo increase its brand awareness level to operate in the global market. PepsiCo is providing food, beverages, snacks, and other items in almost every country in the world, but they are still developing products to improve their capabilities to operate in the market. During the pandemic, every company had to face some challenges, including PepsiCo. Here, those challenges will be discussed, including suggestions on how to overcome them. Different key stakeholders will be identified here to understand what the market is demanding, and based on that, PepsiCo will apply different strategies to fulfil their needs. Different marketing strategies adoption can help any company to lead a successful attainment of a goal. So, their unique strengths, and weaknesses will be evaluated to build their strong capabilities in the market. Some recommendations for earning distinctive features will be developed by PepsiCo to increase their brand awareness that will increase their brand power to sustain in the market. Some recommendations will be given related to the development of marketing strategies that will help the company to foster the growth in the market for the long term compared to competitors.



[bookmark: _Toc139705376]Critical analysis of the challenges faced by PepsiCo due to Covid and its impact on business 
The continuing rise of digitalization has caused high energy costs.
PepsiCo is a renowned brand, but it had to face different challenges and had some influence over performance maintenance. For example, the rise of digitalisation was noticed during the COVID-19 period, but that resulted in high energy costs, and even that harmed business firms. High energy costs may lead to damage to the environment as well. Besides, a rise of digitalisation has reduced the necessity of employees, so employee reduction from organisations has been noticed (Verhage and Visser, 2022). Finally, this is necessary to understand the impact on the environment. Society will not be capable of facing challenges that are a high employment rate. So, the continuing rise in digitalisation has some positive as well as negative impacts on the growth of PepsiCo. The cause of this digitalisation was social distance. As for maintenance of social distance, proper coordination, proper reputation earning, and proper online settlement were ensured by PepsiCo. 
Social influence on marketing results in power takeover 
PepsiCo had to reduce its workforce due to the rise in costs. They had to cut off the number of employees which can result in an imbalance in the relationship with society. So, their image in society was threatened due to several factors. Besides, their brand had to focus on marketing, but they were strict about making advertisements based on the needs of millennials. Social distancing was needed for all, even healthcare food, and drink absorption, at that time, but the majority of people are unable to take healthy food and drinks. Even PepsiCo was not supposed to be sold due to health issues (Cohen and Levinthal, 2018). So, the pressure over making marketing decisions is based on the need assessment of millennials, which is threatening the growth of PepsiCo. After the COVID-19 period, the impact or turnover rate can be reduced by PepsiCo developing quality products and services.





A collapse in high street 
Brand awareness is increasing, so PepsiCo had to be aware of the creation of a brand name. Although they have strong brand power in the market, due to COVID, whether their wellness factor was maintained or not that was the question. So, there may be different threats related to creating a brand name but an organisation feels successful only if they focus on creating trust among people. PepsiCo is a renowned company but its product was not better due to Covid issues (Lewis and Erickson, 2019). So, they established a brand name to ensure the health factor of the product. Besides, product value compared to competitors have to to be higher but compared to Coca-Cola their brand value was decreasing. So, trust by people in the company has decreased which has thrown challenges for PepsiCo. 
Green marketing 
Green marketing is promoted by every company as the organisational system has a basic duty to protect the environment, so they have to focus on making marketing strategies that are related to the protection of the environment as well. So, the duty of PepsiCo was focused on the development of strategies throughout social media. Their presence in social media can be enhanced if they create proper content and share it with their target customers. Finally, the duty of the organisation should be unique enough, as well as their marketing strategies, to create awareness in the market by following green marketing (Doney and Cannon, 2019). Besides, an increasing pattern can be noticed within society, which is why the company has to focus on green marketing issues. Finally, the need for customer assessment, and evaluation can be based on an online system, which is also an example of green marketing. The organisation should develop its own strategies to ensure the well-being of everyone and also the profitability of the company itself. 
Cyber issue-related challenges 
Cyberthreat is a common challenge that is also faced by PepsiCo. Different online order, information issue, balance payment method of PepsiCo is not smart enough that is creating a threat for customers to have a single transaction. So, those challenges were a reduction in the trust of employees. Finally, ways of making strategies can be difficult but proper development of software for ensuring data privacy can be the way for solving those problems. The development of intelligence is nowadays more modern, as AI can do every task of the organisational system easily even at a minimum cost. When the organisational system will remove the data hacking issue, the trust of employees will be enhanced. Finally, the cyber-related threat, issues, and challenges impacted PepsiCo. They used to receive lots of products from online orders during Covid even for now but they have to face challenges due to the management pattern of employees. So, data privacy, and cyber issues were faced by PepsiCo and they applied several strategies to develop applications that enhanced their growth in the market. 
[bookmark: _Toc139705377]The organisational evolving by using marketing strategies to take a competitive advantage
Digital Marketing 
PepsiCo is a renowned brand, and it has created digital channels through which customers can engage with PepsiCo through mobile applications. Besides, PepsiCo wants to increase their capability by forming partnerships with different retailers, and to provide the product to customers easily, they have used different websites, and they’re continuously developing their websites to provide the best kind of service to customers. A market opportunity can be developed if PepsiCo wants to take the response, quality-related feedback through online channels (Vasslides and Jensen, 2016). Besides, they are focusing on seeking attention from a wide range of customers. Customers are the main point of sale, so seeking attention from customers is the main duty for PepsiCo, which has been done by them after COVID-19 to phase different challenges. Different challenges were increasing but PepsiCo was efficient enough to use several strategies to take part in the competitive market very smartly.
Personalised marketing 
PepsiCo wants to provide personalised service to their customers as well as take a response from the customer through the online system. Consumer data, their preferences, their behaviour, and their needs will be identified through that online marketing system and those will be evaluated to provide a better kind of service. Finally, a consumer may have different types of needs as well as different types of quantity demand that have been identified by PepsiCo throughout its online data analysis. PepsiCo is focusing on a personalised marketing system to create satisfaction among customers (Schaat et al., 2015). Customer loyalty will be increased as well as sales levels will be enhanced if personalised marketing will be established by PepsiCo properly. In the previous period, PepsiCo identified preferences based on the different flavours added by them in their production system, and this is how they have taken strategy to give a better experience to consumers that will increase brand loyalty as well as drive the sales level properly.          
Focusing on product development 
The increasing pattern in the market is identified, and that is following healthy foods mainly. PepsiCo has different types of products, but they can have some health-conscious products that will increase the nutrition level of the consumer and their metabolism power. So, customers with a health-conscious mindset will be able to take that new product, and PepsiCo will be able to create a new customer base (Verhage and Visser, 2022). Their distinctive competency will be improved, which will enhance their power to compete with competitors. Besides, they have a variety of products, but they can add some nutritious products as well as charge competitive prices to increase the functional benefit of the company. This is how they can develop products and introduce better products to the market to operate efficiently. When the organisation uses different types of natural ingredients, and low-sugar items, it will increase the emotional loyalty of customers as they will get the best kind of product from PepsiCo. 
Focusing over CSR 
Corporate social responsibility is to be maintained by PepsiCo to create emotional loyalty among customers. Besides, their response is to create a positive impact on the environment, over promoting recycling. Finally, different water and energy efficiency will have to be ensured by them to different sustainable programs. When they are committed towards the development of the environment, their brand reputation will help PepsiCo to increase their brand image positively among customers. This is how health-conscious consumers and the community can take part in building a positive brand image properly. So, sustainability and sharing, communication development, and social responsibility fulfilment can increase brand loyalty for PepsiCo as well as brand awareness for the company.  




Social media-based communication 
Nowadays, social media is helping the organisation grow in the market, so PepsiCo can use social media as a part of their marketing to reach target customers to have a conversation with the customer, and then identify what the customer is demanding. Based on that, they can change their strategy and ensure the attainment of success easily. They can develop consumer preference as well as their product, and based on that, they will be able to fulfil the demands of customers. After COVID-19, people are nowadays more concentrated towards producing health-conscious products, so the duty of organisations will be to prepare some products that will fill their target customers' needs, which is possible through proper development of engagement with customers. 
[bookmark: _Toc139705378]Key stakeholders of the organisation and their impact on the marketing functions of the organisation. 
Several models may be used to aid in the process of identifying and analysing important stakeholders within the context of PepsiCo (Verhage and Visser, 2022). Here are a few of PepsiCo's most important stakeholders and how they affect the company's advertising strategies:
Because they have such sway over PepsiCo's product demand and sales, customers are of paramount significance to the company's marketing departments (Unerman and Bennett, 2016). PepsiCo has to do extensive market research, develop compelling marketing strategies, and roll them out to the public to successfully connect with and attract consumers.
Shareholders/Investors: PepsiCo's marketing decisions are heavily impacted by the company's stockholders and investors. Stakeholders, according to Guest and Conway (2011), keep a close eye on the company's finances because they want to see a return on their investment. PepsiCo has to keep its investors confident by implementing marketing campaigns that deliver on shareholder expectations and prominently feature the company's value generation.
PepsiCo's employees are a key internal stakeholder group that contributes significantly to the company's marketing efforts (Lewis and Erickson, 2019). The implementation of marketing plans, the maintenance of brand reputation, and the provision of ideal customer experiences all, need the existence of knowledge, skills, and devotion. A company's marketing efforts and the amount of customer satisfaction it achieves may both benefit from having engaged and motivated workers on staff.
To get its goods to customers, PepsiCo works with a vast network of wholesalers and retailers. For successful marketing results, it is crucial to create strong relationships with these parties (Unerman and Bennett, 2016). If PepsiCo wants to increase sales, it has to work with retailers and distributors to improve advertising campaigns, ensure that consumers can easily buy its products, and implement effective merchandising methods.
The food and beverage business, which PepsiCo works in, is heavily regulated by the government. That's why PepsiCo has to follow several laws and rules concerning things like food labelling, advertising, and environmental responsibility (Lewis and Erickson, 2019). PepsiCo's marketing efforts may be affected by government regulations, which require the company to adhere to established standards and restrictions.
PepsiCo's marketing strategies are heavily impacted by the existence of rivals in the food and drink business. PepsiCo has to differentiate its products, conduct focused marketing initiatives, and effectively manage competing challenges if it wants to maintain its market share and profitability.
Through the expression of concerns regarding sustainability practices, the dietary content of products, and social accountability initiatives, non-governmental organisations (NGOs), such as environmental groups and health advocacy groups, can exert an impact on PepsiCo's marketing functions. Guest and Conway (2011) argue that for PepsiCo to demonstrate its commitment to responsible marketing practices, the company must actively cooperate with non-governmental organisations (NGOs), successfully resolve their concerns, and effectively demonstrate such commitment.
Both conventional and online forms of media have significant sway in moulding public opinion and influencing consumer actions. When it comes to advertising, advertising a brand, and public relations, PepsiCo uses a wide variety of media outlets (Lewis and Erickson, 2019). Successful communication between marketers and brand image management relies heavily on the building and maintenance of positive relationships with the media.




Stakeholders mapping model
High Influence/Low Interest:
Because of their regulatory and enforcement capacity, rules and government agencies have a large impact on PepsiCo's business practices (Vasslides and Jensen, 2016). However, it's probable that they just have a passing interest in PepsiCo's day-to-day marketing activities.
PepsiCo's marketing techniques, especially those related to sustainability and ethics, may be significantly impacted by non-governmental organisations (NGOs), such as environmental organisations and medical advocacy organisations.
High Influence/High Interest: 
Shareholders and investors have a vested interest in PepsiCo's marketing efforts since they have put their money where their mouth is. These professionals keep a close eye on the company's finances and may provide valuable input when making marketing decisions.
As the end users of PepsiCo's goods, customers play an important role and take an active interest in the brand (Casadesus-Masanell and Ricart, 2010). PepsiCo's market success is directly influenced by customer tastes and spending habits.
Employees, as internal stakeholders, have a high degree of interest in and sway over PepsiCo's marketing activities. Engaged and enthusiastic staff members are a key factor in the success of marketing initiatives and the development of a favourable public perception of a company's brand.
PepsiCo depends on a retail and wholesale distribution system to get its goods to customers. Since marketing efforts have a direct impact on product availability, sales, and profits, stakeholders take an active interest in them (Casadesus-Masanell and Ricart, 2010). 
High Interest/Low Influence:
Even though rivals have little input on PepsiCo's marketing plans, they nevertheless show a great deal of curiosity about them (Austin et al., 2017). To stay competitive and make necessary adjustments to its marketing tactics, however, PepsiCo must actively watch the activities of its rivals.
Low Influence/Low Interest: 
PepsiCo's marketing strategies are influenced to a lesser extent by feedback from local communities (Plakhin, 2018).
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In response to the sustainability concerns of NGOs: 
Spread the word about PepsiCo's sustainability efforts and achievements through the company's official channels (website, social media, annual report, etc.). This will increase transparency and dialogue. Include specifications regarding the company's initiatives regarding ethical sourcing, waste management, and carbon footprint reduction (Schaat et al., 2015). Invest in environmentally responsible packaging options: Create and promote environmentally responsible packaging options, such as those made from recycled or biodegradable materials. Promote these actions to demonstrate PepsiCo's commitment to environmental stewardship. Work with environmental organisations: Cooperate with established green organisations to jointly develop sustainable initiatives (Schaat et al., 2015). This includes awareness campaigns, clean-up days, and funding for community initiatives that benefit the environment. Promote environmentally responsible purchasing by informing consumers about PepsiCo's green initiatives through advertising campaigns. Drive home the benefits of purchasing PepsiCo's eco-friendly products.
Target consumers who are environmentally aware and concerned with responsible consumption. Numerous individuals today are interested in purchasing products that were manufactured in a socially and environmentally responsible manner. In their interactions with consumers, PepsiCo's marketers should emphasise the company's commitment to sustainable procurement and packaging (Vassilides and Jensen, 2016). Encourage sustainable lifestyles by promoting the use of recycled packaging and materials. Establish PepsiCo as a leader in the industry for environmentally responsible business practices. Highlight the company's efforts to reduce its negative environmental impact and promote a sustainable future, following the audience's beliefs.




Customer Preference Issues
PepsiCo must conduct frequent market research on the preferences, routines, and trends of its target demographic to continue satisfying its consumers' needs. This may be aided by techniques such as surveys, focus groups, and statistical analysis. PepsiCo, endowed with market research data, should offer a wide variety of products to accommodate the diverse preferences and dietary restrictions of its customers. These include products with enhanced nutritional profiles, novel flavour profiles, and user-friendly packaging (Gosling and Naim, 2017). Use data analytics and demographic profiling to tailor its marketing to each customer. PepsiCo can better serve its consumers by tailoring advertisements, product recommendations, and other customer interactions to each individual's preferences and spending behaviours. Participate in social listening by monitoring various online communities and networks to gather customer feedback. Listening to and responding to customer feedback throughout the design and marketing of new products can increase brand loyalty.
The objective of market researchers is to identify client subgroups whose preferences are evolving. The organisation could, for example, target millennials who are interested in attempting new flavours and experiences or health-conscious consumers who are seeking healthier sustenance alternatives. Make adjustments to existing products or introduce new versions to meet consumer demands. Create advertising campaigns that emphasise these healthier alternatives and their associated nutritional benefits or inventive new flavours. Promote PepsiCo as a company that listens to and adapts to changing consumer preferences. Highlight the company's commitment to satisfying consumer needs with innovative, high-quality products (Streukens and Andreassen, 2013).





Maintaining an advantage over competitors: 
Observe what its competitors are doing. Maintain vigilant vigilance for any market moves made by competitors. Consider their advantages and disadvantages to distinguish themselves from the competition. Offer something unique to set itself apart from competitors. Determine what makes PepsiCo's products unique and inform others about them. The organisation could emphasise the health benefits, the ease of use, the enhanced flavour, or the superior quality of the ingredients the organisation uses. Create advertising campaigns that emphasise the unique selling proposition of PepsiCo (Cohen and Levinthal, 2018). Expand its product range: It may be beneficial to investigate mergers, acquisitions, and other forms of cooperation to expand the company's offerings and reach a larger audience. PepsiCo, for example, may expand its product line by acquiring or establishing partnerships with companies that offer nutritious sustenance foods and beverages. Finance scientific research and product enhancement: Invest in RandD to anticipate and accommodate changing preferences among its target market. Introduce novel flavours, packaging, or practical components to differentiate itself from the competition.
By analysing the competition's strategies, PepsiCo can identify untapped market segments or specialised markets where it can gain a competitive advantage. Target niche markets or regions of the country that its competitors may have overlooked. Develop unique selling factors for every PepsiCo product. Examples include superior flavour, high-quality ingredients, and functional benefits such as an energy boost or increased hydration. Make PepsiCo the leading, cutting-edge brand that is always successful. Accentuate the company's longevity, the dependability of its products, and the innovative spirit that propels them forward.

Cope up with changing government regulations: 
Maintain a vigilant and proactive attitude: Keep abreast of any regulatory changes in marketing, and make any necessary adjustments in advance. This includes perusing trade publications, consulting attorneys, and joining trade associations. Participate in lobbying activities: Participate in lobbying activities to influence legislation to PepsiCo's advantage. Work with other businesses, organisations, and government agencies to influence policies that may affect its organisation (Waring, 2015). Be honest in its exchanges: Maintain open channels of communication with regulatory bodies and provide all relevant information to demonstrate compliance with rules and laws. Maintaining a positive relationship with regulatory authorities and ensuring compliance requires a proactive response to their concerns and questions.
Determine the market segments impacted by various government policies and regulations. Try to place yourself in their position to better comprehend their desires and needs. Verify that all ingredients, labels, and marketing materials adhere to all applicable laws. It is essential to emphasise certifications, compliance, and responsible business practices to obtain the trust of regulated consumers. Promote PepsiCo as an ethical company that exceeds regulatory compliance requirements. Consumer health, safety, and compliance with local regulations should be emphasised.
Developing relationships with distributors and retailers: 
Donate its time and resources to training: With PepsiCo's extensive training programmes and resources, distributors and retailers can gain a deeper understanding of the company's products, brand values, and marketing strategies. Ensure that they have everything they require to successfully market and sell PepsiCo's products. Promote an open and unrestricted exchange of ideas: Regularly communicate with distributors and retailers to gather their feedback, address their concerns, and collaborate on marketing initiatives. Strong relationships can be based on mutual trust and comprehension, which can be fostered through two-way communication (Doney and Cannon, 2019). Present incentives: To incentivize and reward distributors and retailers for prioritising and promoting PepsiCo's products, offer promotional assistance, co-marketing opportunities, and volume-based reductions. Create a cooperative environment in which everyone wins. 
Prioritise collaboration with merchants and retailers who share PepsiCo's core values and have a strong presence in key regions. Develop solid relationships with wholesalers and retailers who serve its target market. Develop specialised marketing materials and tools for distributors and retailers to use in promoting PepsiCo's products. Give them benefits such as its undivided attention, special offers, and participation in collaborative advertising campaigns. Promote PepsiCo as an indispensable partner for distributor and store success. Share PepsiCo's working experiences and the results it has achieved together.
[bookmark: _Toc139705380]Conclusion
This report has analysed the global challenges faced by PepsiCo within the context of the marketing function in the post-Covid situation where the analysis has demonstrated different existing challenges for PepsiCo. This report has also included the derived marketing strategies for developing new products for PepsiCo and gaining competitive advantages in the market. Besides, the key stakeholders of PepsiCo have been identified in this report addressing their impact on the marketing function. Lastly, the recommendations are made for the challenges identified in the early stage of the report. 
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